








BRIDAL COLLECTIONS 


ey Trends, Designers Not to 
Miss, Bridal Couture 


The April designer Bridal shows 
are often smaller and more low-key 
than the October shows because 
they often showcase a designer's 
supplemental collection that is 
geared toward winter weddings. 
The more casual bent of these col- 
lections works well for destination 
weddings that typically occur in the 
winter months. Some companies 
called it Fall 2008, and offered 
additional gowns, as at Badgley 
Mischka, and some, like Romona 


VANITY FAIR 


Keveza, called it Spring 2009. The 
gowns shown in April are currently 
available at retail, just in time for a 
fall or winter destination. During 
these shows, we not only looked 
for the trends that will take us into 
the major October shows, we also 
questioned what Bridal Couture 
really means. We did a little bit 

of investigating to come up with a 
satisfactory definition. 


WHAT IS “COUTURE”? 
In an article in W, the Countess 


Esterhazy (a.k.a. John Fairchild) 


denounced the overuse and misuse 


continued on page 2 


ON THE BEAUTY BEAT 2008 


7 know that famous quota- 
tion, “ Vanity, vanity, all is vanity 
fair.” While that may still be true 
to a certain extent, the beauty 
industry has increasingly focused 
its resources on providing products 
that do more than just enhance a 
woman’s appearance. Witness the 
huge demand for cosmecuticals, 
products that promise to reach 
deeper into the epidermis and actu- 
ally reverse skin damage caused by 


age and sun exposure. While some 
are offered only through dermatolo- 
gists, many can be found at lead- 
ing retailers where the sales staff is 
trained in choosing the right treat- 
ments for each individual. Another 
key trend to note is the growing 


demand for organic products. GE Sy i een th ca tte : 


This isn’t a fad as more and more 
consumers are becoming environ- 
mentally aware. While some of the 
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“APRIL BUDS...” cont'd from p. 1 

of the term “couture”. The misuse 
of this term really started in 1996, 
when co-designers Pamela Skaist- 
Levy and Gela Taylor created Juicy 
Couture “with a pair of scissors, a 
bag of T-shirts and $200 between 
them”, and used the high fashion 
term, “couture” in a tongue-in- 
cheek way. However, the term 
caught on and more than a few 
companies proceeded to incorpo- 
rate it into their brand/company 
name. Subsequently, the press has 
made numerous attempts to pro- 
nounce couture as either “dead” 
or“dying”. It’s certainly true that 
the number of couture houses in 
existence has shrunk. In1946 there 
were 106 fashion houses. Half a 
century later, by January 2002, 

at the time of Yves St. Laurent’s 
announcement of his retirement, 
there were only 12 couture houses 
left. In 2003 Donatella Versace 
stopped doing the couture shows 
and, by 2004, so did Ungaro. 
Finally, at the close of 2004 only 9 
formed the high-ranking couture 
houses of Chanel, Dior, Givenchy, 
Gaultier, Lacroix, Mori, Sirop, 
Scherrer and Torrente. 


WHAT IS BRIDAL “COUTURE”? 
In the bridal world, the Couture 
standard is different from the high- 
fashion world. In Bridal, unlike 
Fashion, there’s no bullet point 
system and no governing body, 
which dictates that a garment must 
meet a set of very specific technical 
requirements in order to earn the 
privilege of calling itself, “couture”. 
On the other hand, whether or 
not a bridal gown is couture, is a 
subjective call. So what’s a bride to 
be to do? Advises a highly placed 
industry expert, “She should look 
for the fabric, the construction, the 
finish, the fit, and the price point 
and, of course, the individual look 


‘ 





that speaks to her.” 


Not every bridal designer who 
employs the word “couture” to de- 
scribe his or her collection should 
do so. However, in the case of the 
most recent Ulla Maija collection 
designers Charles Bunstine II and 
Alison Fletcher, are absolutely in 
their rights to call it “Ulla Maija 
Couture”. - 


ANNA MAIER [| ULLA-MAJJA 
COUTURE 

The company’s namesake, Anna 
Maier, was a real person, who was 
a master tailor who came to the 
United States in 1871 from the 
Alsace Lorraine region of France. 
For the past few years, Ulla-Maija 
Couture’s business life has been, 
and remains, under the direction 
of Charles W. Bunstine II, Anna 
Maier’s grandson, who has spent 
his lifetime directing, developing 
and contributing to some of the 
fashion industry's most notable 
companies. Mr. Bunstine devel- 
ops the Anna Maier - Ulla-Maija 
collections with Allison Fletcher. 
Ms. Fletcher is a graduate of the 
Savannah College of Art and 
Design where she earned her 
Bachelor of Fine Arts degree. She 
joined the company as an intern in 
design. While working under Mr. 
Bunstine’s direction, she solidified 
her educational experience and 
demonstrated her creative skills as 
a designer. 


The show’s organizers thoughtfully 
provided succinct descriptions and 
retail prices on the run of show, as 
well as the designers’ explanation 
of what they think couture means 
to them in the context of what 
they’re doing at Ulla-Maija. Wrote 
Mr. Bunstine, “This statement 
(‘very couture’) has run through my 


mind incessantly. It has redefined 


my work. ‘Very couture’ is the 


blurred imagination of the ultimate 
that we can create in fashion.” 


The show itself was sedate, digni- 
fied and as lovely as the duchesse 
and charmeuese creations that 
retail well into the $6,000-7,000 
range. The 21 lovely gowns shown 
hit every qualification there is for 
bridal couture. The models walked 
languidly between the rows of silver 
salon chairs, and the words “lady- 
like” and “modern” came to mind 
as the soundtrack segued from 
Ravel’s Bolero to a track by Mary 

] Blige. It is hardest to design a 
“simple” gown, and the duchesse 
satin fluted bias gown is a marvel- 
ous technical achievement. Today’s 
modern Grace Kelly “swans” will 
surely love this dress topped with 
an undyed wild color mink stole 
that has a hint of the Duchess of 
Windsor to it. The Duchess herself 
never failed to look impeccable, as 
did every gown in this collection. 
We most admired the designers’ 
spectacular draping, lines and 
understated elegance that flatters 
rather than overwhelms, as many 
bridal designs often do. Strongest 
were the slim bias gowns and a 
fluid gazar gown with twisted bod- 
ice and draped skirt. The simplest 
gown got our vote for best in show. 
The quintessentially modern, slim 
halter dress, with a deeply plunging 
back, was Halston-like in its sheer 
elegance and simplicity. At $4,000, 
it was the most inexpensive offet- 
ing. 


THE REEM ACRA FALL 2008 
BRIDAL COLLECTION 

Reem took a page from the dozen 
of RTW designers who opted for 


a presentation style format in lieu 
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“VANITY FAIR” continued from page | 


smaller brands have been the first 
to hop on the eco-bandwagon, the 
big cosmetic names are starting to 
get in on the action. So, put your 
best face forward and check out 
our picks for the newest and most 
exciting products (many of which 
we spotted at The Makeup Show), 
now hitting the stores. 


OBAGI: One of the most globally 
recognized pharmaceutical names 
in skin health care for prescrip- 
tion-strength product lines. Avail- 
able through dermatologists, the 
systems are designed to prevent 
and improve the most common 
and visible skin disorders in adult 
skin. The ELASTIderm décolletage 
system is a one-of-a-kind therapy 
that works to revitalize the skin on 
the chest and neck by gradually 
reducing discoloration, freckles, 
age spots, fine lines and wrinkles. 
There’s also a topical eye treatment 
clinically proven to help restore 
elasticity and reduce visible fine 
lines and wrinkles. 


AWAKE: This Japanese skin- 
care line incorporates natural 
botanicals into products that are 
hypoallergenic, mineral oil and 
fragrance-free. Their latest offerings 
include Polyphection, a lavender 
flower-derived two-step cleansing 
system designed to purify, protect 
and nourish the skin. Included is 
a milky pre-cleanser, foaming face 
wash, serum toning lotion, mois- 
turizing antioxidant emulsion and 
a pore smoothing serum. 


BLUE LAGOON: We attended 

the US launch of this Iceland- 
based naturceutical skin care line, 
founded on a unique source of the 
famous Lagoon’s geothermal seawa- 
ter. The brand’s high performance 
formulas harness this power’s natu- 





ral (patent-pending) ingredients: 
silica for strengthening, algae for 
anti-aging and minerals for revitaliz- 
ing. We loved the intensive hydrat- 
ing gel face mask, the anti-aging 
day serum designed to boost skin’s 
natural defense system and prevent 
UV-induced collagen degradation, 
and the intensive nourishing and 
moisturizing 24 hour serum. For 
indulgent bathing there’s a body 
scrub, shower gel, mineral bath 
salts, foam bath flakes, shampoos, 
conditioners plus a variety of body 
lotions, oils and a hand cream. 

All products are paraben free and 
dermatologically tested. 


CLAIROL: You probably have 
heard the buzz around Clairol’s 
newest home hair color innovation, 
Perfect 10 by Nice ‘n Easy. This is 
an advanced, high performance per- 
manent color créme that delivers 
results in just ten minutes, which is 
made possible by Amino Glycine. 
This is a new system that lightens 
the hair melanin and forms new 
color complexes more selectively 
than conventional technology with 
ten times less alkalinity. The system 
works at a lower ph level leading 

to better preservation of the hair’s 
natural protective coating, while 
also reducing that awful ammonia 
odor. 


POSHE: This is a nail care line free 
of formaldehyde and toluene. The 
anti-microbial treatment products 
are deemed effective in preventing 
and treating fungus, mold, yeast 
and bacterial infections of the 

nails and providing longwearing 
protection. It’s latest innovation is 
the FDA registered base coat with 

a new, improved formula that’s 
Phthalate-free. Phthalates are poten- 
tially harmful and used as a plasti- 
cizer in most other nail products. 


PRITI POLISH: Also on the non- 
toxic bandwagon are these fast-dry- 
ing, chip resistant and cruelty-free 
organic nail polishes. Available in 
gorgeous colors, these are non-yel- 
lowing, have a UV inhibitor, are 
super durable with a very glossy 
finish and come in recyclable pack- 
aging. The polishes are toluene, | 
formaldehyde, and Dibutyl phthal- 


ate free, and are even safe for kids. 


NIOXIN RESEARCH LABORA- 
TORIES: This leader in profes- 
sional skincare for the scalp solu- 
tions and hairstyling products just 
introduced Smoothing Reflectives 
Glossing Color Shield. This styl- 
ing product and color protectant 
was formulated to add exceptional, 
long-lasting shine, while providing 
thermal protection. It extends the 
life and vibrancy of color treated 
hair by sealing the cuticle to lock 
in color by bonding with the hair’s 
keratin, both on the surface and 
within the shaft. This helps im- 
prove the condition of dry, frizzy 
and damaged hair. Nioxin also 
offers its new Voluminizing Reflec- 
tives Thickening Spray. This spray 
adds thickness from the inside of 
the cuticle and strengthens the 
hair shaft while adding maximum 
volume, body, fullness and shine 
without that dreaded build-up or 
weight. This product is a godsend 
for those of us with baby fine, limp 
hair. 


BUDDHA NOSE: Despite its 
quirky name, this is a terrific line 
of organic wellness and beauty 
products. Included in this aromatic 
range are lip salves, lip balms, 
sprays, bath salts, scrub cleans- 

ers and essential oils made with 
certified organic and wild-crafted 
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“APRIL BUDS...” cont'd from p. 2 


of a full-on runway show these 
past two seasons. At the entrance, 
was Reem’s first bridal gown, circa 
1996, an ivory cap sleeve A-line 
with satin rosettes on the shoulder 
and at the waist, reminiscent of 
Jacqueline Bouvier Kennedy’s fifties 
bridal gown. One of these days, 
this gown will surely make it into 
a museum’s collection of iconic 
gowns. 


The reception area in Reem’s Fifth 
Avenue showroom is as sumptuous 
as it gets, done up in Diana Vree- 
land vermillion juxtaposed with 
modern stainless steel. The show- 
room surroundings speak of luxe, 
just like Reem’s bridal and RTW 
collections. However, this time her 
presentation took a lighthearted 
tack. The models were dressed-up 
in items from a little girl’s toy box, 
ranging from an acetate polka dot 
slip, to a Minnie Mouse hat to a 
striped shirt a clown might wear. 
All of these diverse items were worn 
with one of Reem’s new gowns 
from her fall 2008 collection. Reem 
pre-empted our puzzled query by 
stating: “What’s this all about? It’s 
about me dreaming, it’s about me 
thinking about what’s going to hap- 
pen to my dresses 20 years down 
the road from now. It’s about little 
girls playing with and enjoying my 
dresses and having fun with them.” 


The models were appearing to be 
having fun in their respective living 
tableaux, Two were posed on a red 
velvet settee sipping “tea” while 
wearing some of Mommy’s cast- 
off nightgowns artlessly piled on 
willy-nilly atop cream satin column 
and trumpet gowns. The gowns 
themselves were as romantic and 
princess-like as any little girl could 
dream of wearing some day. Al- 
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though actually figuring out what 
the gowns underneath were like 
was challenging, as when you’re 
viewing a Galliano show, we could 
see that the pieces in the new col- 
lection were classic Reem. Brides 
will choose from tasteful designs, 
in a wide array of shapes, in soft 
ivory tones and in the richest sat- 
ins. The fun and fantasy element 
lasted even outside the presenta- 
tion, the fiddlers playing blue grass 
music outside the reception made 
us smile as we stepped onto the 
elevator. 


BADGLEY MISCHKA BRIDAL 
SPRING 2009 

Not many designers can go from 
being an undisputed editorial 
success to a commercial success. 
Mark Badgley and James Mischka, 
though, have succeeded. 


October was the big runway show 
for anyone showing bridal so, ac- 
cordingly, for their Spring 2009 
show, they showed only 12 new 
gowns. Although the gowns were 
ornate, they had a more relaxed 
feel to them than the highly embel- 
lished gowns shown in October. 
We've been seeing this trend 
toward a simpler, more pared-down 
gown at all the bridal collections 
this season. It’s a trend that we 

can appreciate and embrace when 
it yields results such as #4, a pearl 
Italian silk strapless with a split 
front. The detailing, a crystal panel 
peeking from underneath the folds 
of chiffon, was just enough. This 
gown and a blush pink strapless 
“Kyoto Mikado” gown, with art 
deco banding at the neckline and 
pleating detail, were the standouts. 
All of these gowns, especially the 
starkly minimal silk crepe gown 
with a detachable rhinestone belt, 
would make excellent choices as 
destination wedding gowns. For 


a Vegas wedding, there’s the all 


over crystal cut sequin gown with a 
low V-ront, that’s both flashy and 


classy. 


THE ROMONA KEZEZA 
SPRING 2009 BRIDAL COLLEC- 
TION 

Romona Keveza showed her latest 
collection in a new pared down set- 
ting at the Helmsley Palace Towers. 
While we liked the splendidly ba- 
roque suite she’s had in years past 
at the Waldorf Towers, the new 
collection really complemented her 
stylish, pared down designs. 

Ms. Keveza consistently proposes 
designs that are flattering and with 
just the necessary amount of tweak 
to excite nervous brides who don’t 
want to make a mistake in their 
choice. The proof — she’s grown 
her business to the point that she’s 
selling to 110 accounts worldwide. 
She always provides classic timeless 
detailing with rich fabrics, which 
has made her a go-to-designer for 
many brides who want to look 
beautiful in a “Town & Country” 
way. In fact, her gowns have ap- 
peared on the cover of Town @ 
Country. Ms. Keveza is a three- 
time winner of the Couture Bridal 
Award for “Classic Designer of 

the Year.” Her designs also make 
great special occasion dresses. Dana 
Dalaney of “Desperate House- 
wives” wore a black taffeta dress 
with matching shawl designed by 
Romona at the latest SAG Awards. 


As always, the charming Ms. Keveza 
gave a short explanation of what 
she had in mind for her two col- 
lections: Legends and Romona 
Keveza Collection. This season, 

she said, she was feeling “more 
pared down”. The silhouettes, 

she explained, would correspond- 
ingly be more light and playful and 
she promised a whole new twist 
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LONDON’S SPRING 


ee Fashion Week, which lit up its runways from September 14-19 2008, prides itself on being the incubator 
to the design stars of tomorrow and the platform for today’s edgy new talent. On and off schedule collections have 
names to draw the crowds. Well-established London names such as Jasper Conran, Vivienne Westwood, Betty Jack- 
son and Paul Smith coexisted with the shining new starts, such as House of Holland, Erdem, Peter Pilotto and Avsh 


Alom Gur. 


Before the shows, we asked Maurice Mullen, the maven of London fashion and the Head of Fashion, Fragrance and 
Luxury Goods at the Evening Standard “ES” Magazine, London Lite, to comment on this season for us. His “must 
sees” this season included Giles, Temperley (returning to London from a stint in New York) and Aminaka Wilmont, 
the winner of last year’s Fashion Fringe. “Each day, he said, London’s newspaper, The Evening Standard, Official 
Media Partner to LFW, will bring catwalk reports in print and online to its readers so that if you miss anything, just 
check out www.standard.co.uk.” 


Hilary Riva, Chief Executive of the British Fashion Council, was enthusiastic about this season’s selection of four de- 
signers in Fashion Forward, a relatively new scheme, which recognizes new talent and offers business guidance as well 
as support. In the past, this scheme has supported Giles Deacon, Jonathan Saunders and Richard Nicoll. Ms. Riva 
stated, “there are so many creative design talents in London — it is what we are known for. This year’s four Fashion 
Forward designers Christopher Kane, Marios Schwab, Erdem and Roksanda Ilincic, aren’t just gifted designers, their 
businesses have real potential for growth.” 


There were scheduled fashion shows run by The British Fashion Council, as well as an exhibition tent. Offsite, the 
place to be seen and to discover great design was at the ON/OFF space in the Royal Academy. Nearing its tenth year 
in business ON/OFF is the true hotbed of contemporary design. Check them out on www. thedoll.org/onoff and 
take a moment to look out for Inbar Spector, whose voluminous structures create stunning feminine shapes, as well as 
Avsh Alom Gut’s, whose new collection is inspired by Parisian style drawings of chairs printed on ‘50s inspired silhou- 
ettes. Avsh Alom Gur also presented his second Ossie Clark presentation. 


And a final word from Maurice Mullen, “The pace is frantic, the parties legendary and the clothes evermore ahead of 
the curve, so it’s time to pack your bags and make that short hop across the pond ... a great season awaits at London 


Fashion Week.” 








vf ith the price of RTW con- 
stantly increasing, the role acces- 
sories play in a wardrobe becomes 
ever more crucial. Savvy shoppers 
and retailers understand the neces- 
sity of finding that perfect item 
— the one with wow factor! Due to 
the current economic downturn, 
re-analyzing the Fall trends and 
taking another look at the designer 
accessory collections now avail- 
able at retail becomes essential in 
understanding where the market is 
going in 2009 and, when the bot- 
tom line results are in, if we are in 
synch with the consumer. 


TRENDS TO ZERO IN ON 


The HANDBAG is probably the 
numero uno accessory to update 

a “look”. Therefore, check out 
full-flap shoulder bags, oversized 
clutches, duffels and messenger — 
bags, satchels and totes. Although 
bigger is still better, designers 

have made an effort to lighten the 
weight while still adding details, 
such as multiple outside pockets, 
exposed zippers, padding, stitching, 
turn lock and dog leash closures. 
Key colors for fall include purple, 
gray, grape, wine, forest and olive 
green. Patent, subtle metallics, ex- 
otic skins (both real and faux), soft 
Napa leathers, calf hair and suede 
are hot. 


JEWELRY designs really pulled out 
all the stops for fall. Bigger is better 
now. We’re also seeing designers 
incorporating,semiprecious stones 
into their “costume” jewelry collec- 
tions. While faux is fabulous, we 
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SPOTLIGHT ON ACCESSORIES 


FURLA 


— 


also get to enjoy real! Fine jewelry 
has also become an integral part 

of many accessory wardrobes, as 
more and more women are making 
these big-ticket purchases. Real or 
fake, must-have items include bold 
resin cuffs, enameled bangles, hand 
painted and carved bead necklaces, 
pendants on leather cording or sus- 
pended from chunky gold chains, 
and eye-catching hoops and dangly 
earrings. 


FOOTWEAR is another category 
altogether. However, we feel that 
including it with accessories makes 
perfect sense from a fashionista’s 
perspective. Trends to note include 
the continuation of platforms, 
wedges, lace-up oxfords, ankle 
booties and sky-high versions. The 





color palette echoes that of hand- 
bags, with gray and jewel tones 
predominant. 


COACH offered a variety of rugged 
yet stylish handbags, from roomy, 
hold everything satchels and totes, 
to feminine chain-handled flap- 
over bags with the firm’s signature 
turn lock closure. We fell for the 
double-zipped bag in olive suede 
with three outside pockets and 
tonal leather trim. Also notewor- 
thy, the range of rugged mid-calf 
boots with buckles and zipper 
details — think updated motorcycle 
babe! FURLA went all out with 

a high-end collection of cleanly 
beautiful crocodile handbags in 
classic shapes and surprising colors. 
Equally luxurious (in looks only) 
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ingredients. Each has been pro- 
cured directly from eco-certified 
farmers’ cooperatives and distribu- 
tors who work directly with farmers 
and their distilleries. One of our 
favorite products is the Bodhi Balm 
designed to soothe away tension 
and sore muscles while mellowing 
the mind. It’s made with certified 
organic jojoba oil, hemp seed oil, 
beeswax, vitamin E and the wild- 
crafted essential oils of frankin- 
cense, cedar wood, Ho wood and 
juniper berry. Great for travel is the 
Bodhi Sugar Scrub, a calming face 
and body cleanser that exfoliates 
and nourishes the skin. 


ALISON RAFFAELE: This is a line 
of rejuvenating, health promoting 
cosmetics formulated to improve 
the skin’s well-being through use 
of a proprietary complex, dubbed 
Frutta di Vita, created to enhance 
the skin naturally. The complex 
contains three antioxidant power- 
houses - pomegranate, goji berry 
and resveratrol. Included in the 
line are two face primers for acne 
prone and aging skin, an oil-free 
foundation, concealer, transparent 
face powder and brush. Every ef- 


fort is made to be environmentally 
responsible therefore, whenever 
possible, packaging is recyclable, 
biodegradable and processed chlo- 
rine free. 


GIORGIO ARMANI BEAUTY: 
Just launched is the high-end skin 
care line, Crema Nera. It uses a 
high mineral concentration to 
stimulate cellular metabolism. 
Included is a selection of cleansers, 
lotions and a regeneration cream. 
The latter’s main ingredient is the 
patented Obsidian Mineral Com- 
plex, inspired by the obsidian of 
Pantelleria, a rocky volcanic island 
off the coast of Sicily. 


KIEHLS: This respected skincare 
line has introduced two new prod- 
ucts inspired by their classic Ultra 
facial Moisturizer - Ultra facial 
Cleanser and Ultra Facial Toner. 
The cleanser is gentle, yet effective, 
mild and non-stripping, and the 
toner is non-astringent and alco- 
hol free. Both contain vitamin E, 
avocado, sweet almond and apricot 
kernel oils that help to maintain 
the skin’s natural protective bar- 
rier. These are sure to be a hit with 
consumers. 


MARC JACOBS FOR SEPHORA: 
Relieve the carefree ‘60s decade 
with this summer’s whimsical 
array of beauty accessories with 

the essence of Marc Jacobs’ youth- 
ful, spirited Daisy fragrance. An 
eclectic mix of modern and vintage 
design makes each item in the 
collection of bags, brushes and 
train cases a must-have for weekend 
getaways. Our personal fave is the 
Treasure Beauty Case. This hat- 
box design comes complete with a 
pillowy lid with a gold handle and 
daisy imprint. We plan to use it as 
a tongue-on-cheek handbag when 
wearing our vintage Courreges. 


KAT VON D: Also exclusive to 
Sephora, but on a totally different 
wavelength, is this one-of-a-kind 
collection designed to bring out 
that inner rock chick. Products 
with an edge include a killer-hued 
eye shadow palette offered in two 
shade collections, six shades of liq- 
uid eyeliner, four lipsticks in varia- 
tions of red, and an eye brush set 
consisting of five shadow brushes. 





“MASCULIN PLURIEL” Menswear for 2009 at Premiere Vision 


We attended a seminar, organized by France Ligne PR’s Laurence Teinturier, to get an idea of what we could expect 
to see on the runway and in the showrooms in New York for 2009. Premiere Vision (PV) describes itself as “the lead- 
ing rendezvous for the fashion community”. The show they put on biannually on the outskirts of Paris is the biggest 
and most important fabric show in the world. 


The brief lecture and slide presentation on what to expect in the area of menswear started with Mr. Pasquet, Premiere 

Vision’s CEO, asserting “Menswear is actually more profitable than womenswear for many designers.” Patricia Roma- 

tet, the Director of IFM (Institut Francais de la Mode, whose mission is “to educate and inform”) then took over and 
* . d . . 

presented the findings of IFM’s extensive survey about menswear trends. Some of what she shared surprised us. 


Number of Men Surveyed: 8,000 


Purpose: To determine the leading trends in the menswear field. 
Demographic Breakdown & Dressing Preferences 
American men: casual Japanese men: formal European men: dressy 
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be. in part to the summer Olympics in Beijing, there’s 
increased interest in China and its fashion designers. Two 
of the most exciting brands making their mark with fash- 
ion savvy consumers are BLANC de CHINE and SHANG- 
HAI TANG. 


FI attended both retailers’ fall/winter collections at the 
Manhattan flagship stores. Here are our thoughts. 


Since 1993, Blanc de Chine has quietly maintained its 
position as Hong Kong’s best kept secret but, since its ar- 
rival on New York’s Fifth Avenue two years ago, the word 
is out — the collections are sophistication incarnate. By 
bringing together east and west, modern and traditional, 
the clothing and accessories achieve a harmonious balance 
of elegance with timeless styling. For fall/winter, the collec- 
tion played with shapes in their most basic, original form 
comprised of circles and squares — whole or partial — (this 
line offered a master class in technique), in luxurious silks, 
cashmere, wool and luxe weather-proof blends. The result 
— every beautiful garment embodied the principles of sim- 
plicity, comfort, subtlety and functionality. This was truly 
a masterful collection aimed at the fashion individualist 
who looks beyond the latest trends. 


Shanghai Tang was the first and leading luxury lifestyle 
brand to emerge from China and since its inception in 94 
it has advanced the expression of modern Chinese chic by 
fusing current design concepts with innovative Chinese- 
inspired elements. We previewed the fall/winter women’s 
RTW and accessory collections at the retailer’s newest 
Manhattan outpost on Madison Avenue. Dubbed “Luck”, 
the collection combined uniquely whimsical print patterns 
with flattering “60s inspired architectural silhouettes that 
translated the rich cultural elements of Chinese luck into 
modern, wearable and distinctly Shanghai Tang pieces. 
Features included jacquard with Lurex, ombre brocades 
and laser cutting, with knitwear pieces highlighted using 
symbolic oversized knotting. The collection’s four distinct 
patterns are the “Ingots” print, “Luck Mosaic” print, 
“Papercut” print and the “Bubblefish” print. Featured is 

a two-piece jacquard dress interwoven with Lurex in the 
“Ingots” (a currency first used during the Han Dynasty) 
print. On hef’arm, the mushroom-shaped “RuYi” handbag 
~_ offered in red or black with tassel trim. 
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“APRIL BUDS...” cont'd. from page 4 
on what the Mother of the Bride 
would be wearing. 


As usual she kicked off with Leg- 
ends, a range of classic well priced 
separates and dresses. The opening 
number, an ivory crumb catcher 
strapless A-line could well have 
been a cocktail dress, as could the 
white lace strapless that followed. 
Even the longer dresses had a bare 
minimum of extras; the detailing 
was a simple satin ribbon securing 
a sheer overskirt or a narrow white 
bead “belt” on a lace one-shoul- 
der trumpet gown. We've always 
loved that Ms. Keveza’s Legends 
line really lives up to its promise, 
“that you can wear the pieces after 
your wedding day”. The separates 
in pure white and cream, espe- 
cially the strapless pieces, could do 
double duty with a skirt or trou- 
sers, months or even years, after 
the wedding day. 


A Mother of the Bride can now 
dress just like her daughter, only in 
black. This season, 

Keveza is offering the same A-line 
dresses. While we liked them in 
white, they were smashing in black, 
especially the black Valenciennes 
column with matching shrug. For 
that matter, a more daring bride 
might just decide to get married in 
black rather than white. Perhaps 
even more daring was the amethyst 
purple crumb catcher ball gown for 
brides who love color and don’t 
mind being “untraditional”. The 


retail prices: $2,137.40 - 3,737.50 


The right fabric can render a 
simply beautiful gown “amazing”, 
as was the case when Ms. Keveza 
elected to use white point d’esprit 
for her signature sweetheart ruched 


neckline ball gown (RK880) in the 


Romana Keveza Collection. The 
gown was frothy, airy and eminent- 
ly romantic. For the sophisticated 
bride, there’s the Hollywood pearl 
V-neck gown (RK885) that‘s an 
updated version of Marilyn Mon- 
roe at her finest. Done in another 
color, or even a deeper hue of 
ivory, it would make a fine candi- 
date for the red carpet. However, 
Keveza didn’t forsake embellish- 
ment altogether, as there will al- 
ways be brides who desire an all-out 
wedding gown such as RK889, a 
silk shantung taffeta with dramatic 
ruffles spilling out from the chapel 
train. As it so happens, RK889 is 
one of Ms. Keveza’s bestsellers. In 
this collection, retail prices: $3,875’ 
~ 9,237.50 


THE COTTON BRIDE - CHRIS 
KOLE 

An Amy Winehouse soundtrack 
made for an interesting choice to 
combine with the huge chandeliers 
in the gold and brown ballroom. 
The all-cotton collection made for 
a fresher, lighter collection than is 
usual in bridal, as cotton moves dif- 
ferently than the more often used 
weightier organzas, lace overlays 
and heavy duchesse satin and silks. 
We liked the concept of using 

only cotton, and it worked best in 
dresses and gowns that had a little 
more structure and overlay detail- 
ing, such as the organic cotton 
strapless A-line gown with antique 
beading on the bodice, as well as 
an antique honeycomb cotton lace 
short dress. The dilemma of the 
plainer cotton pieces, like the sea 
island cottons, was that they looked 
almost too casual, veering danger- 
ously close to looking like a night- 
shirt. Though some of the gowns, 
such as the bamboo/cotton scoop 
neck gown with a cotton organza 
gathered skirt, would do well as 





destination gowns, for us, the best 
came last — the cotton tulle sweet- 
heart gown with wide cotton lace 
bands that could have passed for 
lace — a lovely gown reminiscent of 
the historical gowns worn by Span- 
ish senoritas. | 





“ACCESSORIES” cont'd. from page 6 


and functional are the capacious 
jewel-toned satchels in stamped 
crocodile or soft leather. Also 
striking, the looped double-handle 
bag in padded and quilted leather. 
In a retro vibe are adorable bow 
embellished, stiletto heeled ankle 


- boots and pumps; and the elegant, 


buckled, open toed stilettos in 
stamped forest green crocodile. 
DOONEY & BOURKE hit an- 
other homer with an extensive 
handbag collection that was right 
on the money. Winners included 
the patent flap-over satchels, hobos 
and East/West totes in eye-popping 
shades of cherry, mustard, plum, 
etc. Also noteworthy was the mock 
crocodile logo lock satchel and the 
entire range of satchels and travel 
bags available in brown or natural, 
faux zebra. SOBELLA offered a 
range of affordably priced hand- 
bags that touched on all the trends 
— shine, patent, texture and rich 
colors. Tops on our list were the 
patent structured clutch bags and 
satchels detailed with hammered 
silver studs. Also chic was a North/ 
South slim leather tote offered in 
patent leather tonal or multicol- 
ored stripes, with hinged hardware 
in antique brass. For the woman 
who wants to make a statement 
Sobella showed capacious satchels 
in hot pink, orange, turquoise 


continued on page 10 








“ACCESSORIES” cont'd. from page 9 


and off-white python, while the 
vintage-inspired, covered frame 
clutch, with gathered front detail, 
provided a more subtle glamour 

in matte snake. Always au courant 
are the handbag and shoe designs 
from RAEFE. This season the dusty 
metallic suede satchels, hobos and 
flap-over bags featured quilt stitch- 
ing and gold tone hardware. Other 
striking styles included jaguar print 
hair calf bags trimmed with black 
patent trim and the leather group, 
in metallic degrade, stamped croco- 
dile with shiny nickel hardware. 
Perfect to jazz up that little cocktail 
dress are Rafe’s long flap clutch 
bags in old gold, smoke, navy and 
black snake with stone embellish- 
ment. Rafe’s footwear collection 
encompasses everything from dusty 
metallic suede skimmers with gold 
hardware trim or square-toed ver- 
sions in patent with resin pyramid 
ornament trim, to open toe, high- 
heeled oxfords in crackle metallic 
patent and a platform bootie in 
patent with suede turn-back collar. 


Ballet flats and knee-high riding 
boots were standout styles at LILY 
HOLT. In the former category we 
loved the versions in zebra pat- 
terned silk, gold lizard, red satin 
with crystal detail and chicest of 
all — brown fish skin with tiger- 
eye accent. The best boot was a 
rugged lace-up “safari” style with 
triple buckles, offered in black 

or brown croc and brown suede. 
Sky-high platform boots looked 
sexy at CHARLES DAVID, as 

did the ankle booties, two-tone 
stiletto oxfords and strappy plat- 
form sandals. Also on target, the 
patched snake; bowler satchel with 
brushed gold hardware and the 
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roomy box satchel in snakeskin 
with optional shoulder strap. Prada 
got the fashion ball rolling with her 
degrade leather bags last season. 
For Fall 2008, Charles David’s 
slouchy leather versions include a 
large tote, satchel, hobo and clutch. 
All are available in degrade ash, 
bordeaux and mushroom. There 
were many attractive shoes and 
booties at DONALD J. PLINER, 
from the ankle-strapped ballet flat 
offered in “tortoise” or crocodile 
patent, to the high heel platform 
oxford in suede/crocodile patent 
and the sexy ankle boots in dis- 
tressed pig suede. At ROCKPORT 
the best bets were the casual, 
country-inspired knee-high and 
ankle boots, in leathers and suede 
in tonal or contrasting hues. All 
styles were enhanced with detailing 
and a touch of texture. Standouts 
include the multifunctional ankle 
boot in a burnished leather and 
suede combination with turn-back 
flannel cuff; the western-inspired, 
shearling-lined riding boot in tum- 
bled full grain leather and suede; 
and the sporty, quilted nylon/ 
leather wedge boot with contrast 
buckled belt detail. On the same 
casual wavelength are the totes 

at CHOCOLAT BLU. We loved 
the crocodile patent and crinkled 
patent versions. These segue easily 
from town to country. Dressier are 
the woven leather/suede modified 
hobos in black/white, camel or 
gray combinations. 


CHAN LUU showed some of the 
prettiest scarves and jewelry with 

a delicate retro-inspired vibe. We 
loved the sequin chiffon scarf with 
beaded silver fringe, a sterling 
silver framed cherry quartz pen- 


dant with champagne diamonds, 

a mesh sequin stole in cream, a 
leather wrap bracelet with crystal 
beads and an embroidered shadow- 
dye scarf in black. MINA MANN 
showed a range of glamorous 
scarves, stoles and wraps to accent 
any outfit. Simply gorgeous, the 
ruffled silk organza collars, silk taf- 
feta wraps, and a silk velvet shrug 
lined in contrasting color organza. 
For some, only fine jewelry will 

do the trick. At the recent Jew- 
elry Information Center's annual 
luncheon we were dazzled by the 
offerings that ran the gamut from 
simple sterling bracelets to drop 
dead gorgeous diamond necklaces. 
Some of the most striking pieces 
included a fabulous cultured pearl 
“Octopus” brooch with diamond 
tentacles from EMIKO PEARLS 
INTERNATIONAL; a palladium 
and 18k yellow gold bracelet stud- 
ded with round brilliant diamonds 
from SASHA PRIMAK; ERICA 
COURTNEY ’s flower tanzanite 
earrings with diamonds; and a 22k 
gold Indian-inspired cuff with a 
rose cut diamond flower by SU- 


SAN GORDON DESIGNS. 











INTERNATIONAL EYE II: 


| ivesters we traveled to Canada for the Yves Saint Laurent retro- 
spective at the Montreal Museum of Fine Arts. This exhibition was 
created in concert with the de Young Museum of San Francisco and in 
collaboration with the Foundation Pierre Bergé - Yves Saint Laurent. 
We were dazzled by the comprehensive display of this iconic designer's 
oeuvre spanning his entire 40-year career in fashion. In addition to 
over 160 garments, perfectly accessorized, the exhibit also offers videos 
of Saint Laurent’s final runway presentation, plus a behind the scenes 
look at the inner workings of his couture atelier. 







While we could go on and on about the gorgeous clothes, there were 
two ensembles that stood out in our mind for their timelessness and 
beauty: a gorgeous ivory shantung tunic over black underskirt from 
the early ‘60s, complete with black bow topped pagoda hat, worn by 
Princess Grace of Monaco; and the iconic black “Le Smoking” tuxedo 


from 1970. 


YVES SAINT LAURENT 


The exhibit, which closed in late September in Montreal, will reopen 
at the de Young Museum of San Francisco front November 1, 2008- 
April 5, 2009 in an exclusive United States presentation. A press 
preview is scheduled for October 30. 


Hours: TuesThurs., Sat. & Sun., 9:30AM-5:15PM; Friday, 9:30AM- 

8:45PM 

Admission & Information: 415-750-3600 or www.deyoungmuseum.org 

Media: Jill Lynch, 415-750-3553; jlynch@famsf.org or 
Robin Wander, 415-750-2604; rwander@famsf.org 


“MASCULIN...” cont'd from page 7 


Market View Perspective The Relationship Between Body & Clothin 


The masculine market is evolving 
There are 2 camps - 
Men and women are sharing clothes 
Aaa ; Rept Camp 1 celebrates the body 
SUS tects a rat sen, Bacceieam aire Or tae cas Camp 2 strives to make it appear better than it actually 
Consumers want to imitate models and brands. ig 
Men are much more invested in their appearance than before 


There is head-to-toe classic vs. the more creative mix and 


Top inspirations for men: David Beckham, the original et 


“ ” 
eens sexual ae h ee Casual brands celebrate the brand and are influenced by 
a eaters i ph spade aoaceNy Pye sport, unlike most of the upscale fashion brands. 

ounger men made statements sucn as, : yc othes are SO ~The experts predict, “The future will be more body 
balanced that you can wear them all day. ee 

‘ean conscious. 

Older baby boomer men are concerned with maintaining a 
certain level of decorum and looking “masculine”. eet ore 
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“MASCULIN” cont'd from page 11 

The Importance of Accessories 
The essential shoe 

The watch 

The bag 

The jewelry 

The hat 

_ The tie 


The Role of Fabrics in Menswear 

Men perceive the fabric as a central part of the 
purchase process. They will decide to purchase 
a garment based on how the garment’s fabric 
feels. In a tie for first place (scoring a 4.1 out of 
a possible5.0) was Touch and Comfort. Lowest 
on the scale were Ecological aspects (scoring a 
3.1 out of a possible 5.0). Nonetheless, many 
members in the survey would like to see tech- 


A FINAL 0 & A WITH PATRICIA ROMATET 


Q: In which country are the men most interested in their appear 
ance? 

A: The Winner for men who are most interested in their appear 
ance is Japan. There were 2 camps clearly divided though: 

1. The Classicists - Kiton, Brioni. This group is very concerned 
with getting the “correct” look. 

2.The Fashion Forward Trendsetters - the guys on the streets who 
take fashion risks. 


Q: Where is American menswear going in terms of the casual © 
aspect of clothing? 
A: Even Nike is going towards dressier sportswear. 


Q: What part do marketing and branding play in influencing the 
consumer? 


nology address the weight of a fabric, as we need | A: In menswear, you have the logo prominently displayed on 


lighter fabrics because of global warming. Ad- 
ditionally, a fabric does not necessarily have to 
be “masculine”. “Fabrics are less gendered than 
they used to be” versus “fabrics should be crisp 
and rough.” 


What Has Changed 
Tailoring has become more and more body-con- 


scious and proper tailoring is a status symbol. 
Made-to-measure is the male equivalent of haute 
couture for women and is gaining in popularity. 


What Lies Ahead For Men’s Fashions 

The taste for clothing is catching up with 
women’s: from utility to a pleasure. 

Some obstacles: the economy and concern for 
the environment 

We’re headed away from a coded elegance to- 
wards a nonchalant elegance: “informal urban.’ 


’ 


THE QUEST FOR STYLE 

Men will be more active and find pleasure in 
putting his look together. Men will be more 
individualistic and more confident in their ap- 
pearance. 


THE CONCLUSION 

Style is more important than Fashion 

There was not a strong difference in point of 
views between the different countries surveyed. 
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jeans, tee shirts and caps. This has appealed to the Baby 
Boomer generation. She predicts that since the younger con 
sumer seems to be becoming more sophisticated in their ap 
preciation of the inner excellence of the brand, in future, they 
will not be looking for the obvious outer logos. 
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